Konstruksi Realitas dan Pencitraan dalam Bahasa Iklan Partai Politik pada Pemilu 2009: Sebuah Kajian Semiotik by Budiyanto, Dwi
ABSTRAK 
 
 
DWI BUDIYANTO: Konstruksi Realitas dan Pencitraan dalam Bahasa Iklan Partai 
Politik pada Pemilu 2009: Sebuah Kajian Semiotik. Tesis. Yogyakarta: Program 
Pascasarjana, Universitas Negeri Yogyakarta, 2013. 
 
Penelitian ini bertujuan untuk mendeskripsikan (1) bentuk aspek verbal,  (2) bentuk 
aspek nonverbal, (3) bentuk konstruksi realitas, dan (4) bentuk pencitraan yang 
terkandung dalam iklan partai politik pada pemilu 2009. 
Jenis penelitian ini adalah analisis isi terhadap iklan-iklan audio-visual partai 
politik peserta pemilu 2009. Teknik pengumpulan data melalui cara penyimakan dan 
pencatatan secara cermat. Instrumen penelitian adalah human instrument. Keabsahan data 
dilakukan dengan triangulasi data dari segi reliabilitas dan validitas. Reliabilitas data 
diperoleh dengan cara baca, intra-rater, dan inter-rater. Validitas data dilakukan dengan 
validitas semantis, validitas konstruk, dan validitas expert judgment. Teknik analisis data 
dilakukan dengan teknik komparatif-induktif, kategorisasi, penyajian data, dan 
pembuatan inferensi. 
Hasil penelitian ini memperlihatkan sebagai berikut.  (1) Aspek verbal dalam iklan 
partai politik pada Pemilu 2009 terdiri dari dua bentuk, yaitu (a) penyajian isi pesan: 
imbauan informasional, imbauan emosional, dan imbauan motivasional; (b) penyajian 
gaya pesan: hiperbola, imperatif, metafor-simile, akronimi, sinekdoke, repetisi, ironi, 
personifikasi, pertanyaan retoris, penekanan unsur etnik, eufimisme, klimaks, dan 
antitesis. (2) Bentuk aspek nonverbal dalam iklan partai politik pada Pemilu 2009 terdiri 
dari dua hal, yaitu (a) teknik penyajian pesan nonverbal: slice of life, spokesperson, 
testimonial, dan story line; (b) fungsi aspek nonverbal: komplemen aspek verbal, 
melakukan segmentasi pemilih, menciptakan efek dramatisasi, dan memberikan efek 
faktual. (3) Bentuk konstruksi realitas dalam iklan partai politik pada Pemilu 2009: (a) 
partai incumbent mengonstruk realitas Indonesia yang semakin sejahtera dan aman 
sehingga pantas memimpin kembali; (b) partai-partai koalisi mengonstruk realitas dirinya 
sebagai pihak yang memiliki integritas, kredibilitas, serta berperan besar dalam 
keberhasilan pemerintah; (c) partai oposisi dan partai-partai baru mengonstruk realitas 
Indonesia semakin buruk dan mengonstruk dirinya sebagai partai yang mampu membawa 
perubahan bagi Indonesia. (4) Bentuk pencitraan dalam iklan partai politik pada Pemilu 
2009 dapat dikategorikan dalam dua bentuk, yaitu (a) Citra Keindonesiaan: citra 
keterpurukan dan citra kemakmuran serta kesejahteraan. Citra keterpurukan banyak 
dikonstruksi partai oposisi dan partai-partai baru. Citra kemakmuran dan kesejahteraan 
dikonstruk oleh partai incumbent dan partai koalisi; (b) Citra kepartaian: citra kapabilitas, 
citra kerakyatan, citra integritas, citra perubahan, citra relasi ketokohan, dan citra 
elektabilitas atau keterpilihan. 
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ABSTRACT 
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The objective of this study was to make a description of (1) verbal aspect (2) 
nonverbal aspect (3) forms of reality construction, and (4) form of imaging which were 
included in political advertisement on the 2009 election.  
This study was a content analytical study consisting of analysis of political parties 
advertisement on 2009 Indonesian Legislative Election. The advertisements that were 
analised in this study were audio-visual advertisement. Data were collected by making 
some noticement and recording of the advertisements carefully. The instrument of this 
study was human instrument. Validity of the data was made by data triangulation. 
Reliability of the datas was obtained by reading, intra-rater technique, and inter-rater 
technique. Validity obtained by semantic validity, constructive validity, and expert 
judgement validity. The data were analized by comparative-inductive technique, 
categorization, data serving, and inferencial making. 
This study shows (1) verbal aspect in political parties advertisement on the 2009 
election  consisted of two forms. The forms included (a) the presentation of the content of 
the message: informational appeal, emotional appeal, and motivational appeal;  (b) the 
presentation of message style: hyperbolic, imperative, metaphore-simile, acronim, 
sinecdox, repetition, irony, personification, retorical questions, emphasis of ethnic 
elements, eufimisme, climax, and antithesis; (2) nonverbal aspects in political parties 
advertisement on the 2009 election  consisted of two forms. The forms included (a) 
nonverbal message presentation techniques: slice of life, spokesperson, testimonial, and 
story line; (b) nonverbal aspect functions: complementing verbal aspect, segmenting the 
voters, creating a dramatic impact, and giving factual effect; (3) forms of reality 
construction in political parties advertisement on the 2009 election: (a) incumbent party 
constructed the reality that Indonesia became more prosperous and secure so that they 
were worthy to be reselected, (b) coalition parties constructed the reality as if they were 
parties who had integrity, credibility, and played a major role in the success of the 
government, (c) oposition and new parties constructed the reality that Indonesia became 
worse and constructed themselves as if they could bring any changes for Indonesia, (4) 
the forms of imaging in political parties advertisement on the 2009 election could be 
catagorized into two forms: (a) Indonesian image: adversity, prosperity, and well-being 
image. Adversity image was mainly constructed by oposition and new parties. Prosperity 
image was constructed by incumbent parties and coalition parties. (b) Party image: 
capablity image, populist image, integrity image, changing image, relation personal 
image, and electability image. 
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